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Tips on Practice Promotion 
w. W. Armistead, Dean 
VETERINARIAN-CLIENT RELATIONS 
Although unfortunate in some ways, it 
is nevertheless true that a successful prac-
tice is built even more on good veterin-
arian-client relations than on technical 
skill. Important aspects of this relation-
ship are embodied in the following sug-
gestions. 
1. Be honest, ethical and thorough. 
2. Avoid the illusion of haste. 
3. Impress the owner with your interest 
in his problem and his animal. 
a. No client likes to be just another 
"case" in your busy day's work. 
b. Don't refer to the patient as a 
"case" or an "animal." 
c. Don't say "yes, we see many of 
these ... " The owner prefers to be-
lieve that his problem is just a bit 
different. 
4. Develop the proper "practitioner psy-
chology." 
a. Emphasize (charge for) your 
judgment, training, experience, 
skill, and service. 
b. De-emphasize drugs, materials, 
barber-shop facilities, boarding. 
5. Hang desperately onto your patience, 
good humor and sense of humor. 
a. That midnight call may have 
seemed like an emergency to the 
client. 
b. Never ridicule a client, even to your 
trusted employee. (This ridiculous 
client is helping to pay your gro-
cery bill.) 
6. Keep owners of seriously ill, hospital-
ized patients informed of their pro-
gress; check back on large animal pa-
tients. Do not wait for the client to es-
tablish this contact. 
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7. Be always meticulous about your per-
sonal appearance and behavior. 
8. Select and train your receptionist 
with care. She must: 
a. Be by nature friendly, courteous, 
interested in people and animals. 
b. Be anxious to help. 
c. Direct waiting room traffic prop-
erly. 
d. Have a pleasing telephone voice 
and manners. 
e. Take an interest in the housekeep-
ing of parts of the hospital or office 
which are seen by clients. 
BUSINESS PRACTICES 
Profit based on volume and turnover 
is a merchandising precept which has no 
place in an ethical veterinary practice. 
Stress quality, not numbers. Some basic 
facts should be kept in mind. 
1. The most lucrative parts of practice 
are: 
a. Diagnosis. 
b. Surgery. 
2. There is no "real money" in: 
a. Hospitalization. 
b. Over-the-counter drug dispensing. 
3. A good bookkeeping system is of ut-
most importance. 
a. Should show a breakdown of pro-
fits by areas or parts of practice. 
b. Should show "where you stand" on 
a day-by-day basis. 
c. A business budget, separate from 
the personal account, is worthwhile. 
4. The practitioner must be a good col-
lector. 
a. Ask for your fee. 
b. Don't suggest the possibility of 
credit. 
c. Require deposits for: 
(1) Surgery. 
.. Continued on page 12 
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therefore a considerable amount of money 
would be saved. Fewer toms would have 
to be carried from market age through 
the breeding season. This would result in 
a savings in feed as well as eliminate the 
depreciation taken when the breeders 
are sold. 
COST OF ARTIFICIAL 
INSEMINATION 
Such factors as the semen production 
of the toms, the number of toms available, 
the number of hens in the flock, the effi-
ciency of the inseminating crew, as well 
as the number of men in the crew, are 
all involved in determining what it will 
cost to inseminate a flock of turkeys. 
Professional inseminating crews are 
available in some sections of the United 
States. Depending on the above factors, 
the cost of this service varies from 7 to 
20 cents per insemination per hen. Any-
one can learn the technique of artificial 
insemination and with the flock owner 
providing help and the hatchery using 
regular service personnel, insemination 
could be done for as little as 5 cents per 
insemination. An experienced 4-man 
crew can "milk" the necessary toms and 
inseminate about 150 hens per hour. 
Using 10 cents as a cost per insemination 
and insemina'ting 6 times over an 18-
week period, or once every three weeks, 
it would cost 60 cents per hen per sea-
son. This cost would be equivalent to 
about two eggs per hen or one saleable 
poult. 
SUMMARY 
Artificial insemination offers a partial 
solution to the problem of low fertility. 
The collecting of semen is a difficult pro-
cess, requiring three operators for max-
imum efficiency. The services of two peo-
ple are required for the insemination of 
the female. 
Special care should be taken to collect 
semen free from contamination by foreign 
matter. After the semen is obtained, it 
should be protected from chilling and 
used as soon as possible. Insemination 
with 1/40 ce. every two or three weeks 
seems to be the most satisfactory. 
The cost of artificial insemination varies 
from 7 to 20 cents per insemination per 
hen depending upon the efficiency and 
number of men on the inseminating 
crew, as well as the number of toms and 
hens in the flock. 
With the improved fertility that re-
sults, artificial insemination can be of 
great value to the turkey breeder. An 
artificial insemination program should 
be given serious consideration, particular-
ly in flocks of the large, broad-breasted 
varieties under good management, where 
infertility is a problem. End 
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(2) Poor-risk patients. 
(3) Poor-risk clients. 
d. Mail statements regularly. 
e. Maintain continuing pressure to col-
lect "bad debts." 
f. For the unavoidable "charge" get: 
(1) Home address and telephone 
number. 
(2) Business address and telephone 
number. 
THE CL,INICAL (PHYSICAL) EXAM-
INATION AS A FORM OF ETHICAL 
PRACTICE PROMOTION. 
With the widespread adoption of lab-
oratory aids has come a regrettable ten-
dency to slight the physical examination 
of the patient. Not only is the art of eval·· 
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uating physical signs an important aid to 
diagnosis, it is also a potent step in build-
ing client confidence. 
This paper is an abstract of a talk given by 
Dean W. W. Armistead at the First Annual 
Florida Conference for Veterinarians at Gaines-
ville, Florida, on May 17, 1958. We believe Dean 
Armistead has some very worth-while tips to 
offer in building a successful practice.-Editors. 
Correction 
On page 191 of Vol. XX, No.3 under 
Report of the Hospital Clinic the number 
of bovine examined should be: 
1957 
2209 instead of 5704 
1952 
1125 instead of 7615 
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